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Abstract 
Company X is a small-scale enterprise that focuses on his business activities in motorcycle workshop that sells motorcycle 
spare parts and provides services for motorcycle. This company is facing tight competition that forces the company to 
internal data show that there is declining trend in business-to-business spare part sales for the last 10 years. Worrying that 
the declining trend will continue and threaten business sustainability, Company X conducted business process reengineering 
to strengthen competitive advantages. The business process reengineering changed the business process in business-to-
business spare part selling process, warehousing, and inventory planning. The average customer service time before 
applying business process reengineering is about 30 minutes, after process reengineering the time reduces to less than 15 
minutes. The availability of the products also increased from 70% to 90%. Improved performance in the sales process, 
combined with increased availability of the product can improve the overall quality of service so the company can seize 
market share that has been lost and maintain its business continuity. 
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1. Introduction 
Company X is a small-scale enterprise located at a small city in West Java. The company focuses in the 
motorcycle repair shop and machinery repair shop business. Motorcycle workshop business organizes 
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motorcycle spare parts sales and provides service for motorcycle while the machinery workshop business 
provides automotive engine rebuilding service, machinery repair services, and technical support for various 
small to medium industry in surrounding area. The company is the oldest shop in that area which still exists 
today and is one of the biggest motorcycle workshops in town. 
The company is a family owned business with about 50 workers. The company is led by a director who is 
also the founder and the owner of the company. In practice, the involvement of family members in business is 
relatively large which can be seen from many key positions in the company occupied by the family members. 
The Company applies autocratic management style in which the director takes most of the company's strategic 
decisions. Over the last fifteen years, the company did no-change strategy that is characterized by the absence 
of significant changes in the way of doing business.  
Over the last ten years, there has been a change in a business environment characterized by the emergence of 
many new companies. In the machining workshop business, the company is protected by the amount of capital 
required to establish a workshop as a significant barrier to entry. This resulted in only small competitors that 
have sprung up so there is no potential competitor that harms the existence of the company and only causes a 
slight reduction in the company's market share. Unlike the machinery repair business, the motorcycle workshop 
business facing a worse situation with the establishment of many motorcycle workshops on a small to large 
scale spread in various locations of the city. 
The company's annual sales in the business of motorcycle workshop are nearly 1 billion rupiah. In this 
business, the company serves two business segments namely: Business to Business (B2B) and Business to 
Customer segment (B2C). The company is facing tight competition that leads to price war which badly hurt 
 
business-to-business spare part sales for last 10 years. Worried that the current trend will continue and threaten 
business sustainability, Company X faces the mounting pressures to improve strategic and operational 
performance for business sustainability. 
2. Objective of The Research 
The purpose of this research is to apply the concept of business process reengineering in the business of 
company motorcycle workshop X. This research provides a solution for the company X to significantly 
improve the business performance of motorcycle workshop business in order to maintain the existence of the 
business. 
3. Theoretical Background 
Business process defined as a set of logically related tasks performed to achieve a defined business outcome 
(Davenport and Short, 1990). Business Process Reengineering are the fundamental rethink and radical redesign 
of business processes to generate dramatic improvements in critical performance measures such as cost, 
quality, service and speed (Hammer and Champy, 1993). The business process reengineering model of 
Hammer and Champy (1993) can be seen in figure 1.   
The principles of reengineering process are (Hammer, 1993):   
1. Organize around outcomes, not tasks; 
2. Have those who use the output of the process perform the process; 
3. Subsume information processing work into the real work that produces the information; 
4. Treat geographically dispersed resources as though they were centralized; 
5. Link parallel activities instead of integrating their results; 
6. Put the decision point where the work is performed, and build control into the process; 
7. Capture information once and at the source. 
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Fig. 1.  Hammer and Champy (1993) business process reengineering model 
Hammer (1996), give the on-going and endless cycle of process improvement that is conducted by process 
owner. The cycle of process improvement can be seen at figure 2. 
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Fig. 2.  Cycle of process improvement (Hammer, 1996) 
Davenport (1990) conducted a research and found that Information Technology (IT) can also have a stronger 
role in business process redesign. IT and BPR have a recursive relationship, (1)thinking about information 
technology should be in terms of how it supports new or redesign business process, rather than business 
functions or other organizational entities and (2)thinking about business process and process improvements 
should be in terms of the capabilities information technology can provide. Davenport (1990) suggests the five 
steps in process design (See Figure 3). 
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Process Objectives
Identify the 
Processes to be 
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Understand and 
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Existing Processes
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Levers
Design and Build 
a Prototype 
Process
 
Fig. 3.  Five Steps in Process Redesign (Davenport, 1990) 
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BPR derives its existence from different disciplines, and four major areas can be identified as 
being subjected to change in BPR: (1) organization, (2) technology, (3) strategy, and (4) people - 
where a process view is used as common framework for considering these dimensions.  
4. Method and Application  
The business process reengineering in the company X performed by following the systematic steps as shown 
in Figure 4. The model was developed from the model of process improvement cycle of Hammer (1996) 
combined with a model of five steps in process redesign of Davenport (1990).  
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Fig. 4. The Company X Reengineering Model 
4.1. Analysis of Current Business Processes 
4.1.1. Overview of Motorcycle Workshop Business 
The motorcycle repair shop business activity basically provides an after sales service to consumer who 
bought a motorcycle. Motorcycle workshop generally can be classified into official workshops and unofficial 
workshops. Official workshop is the motorcycle workshop which is an official part of the maintenance network 
of certain motorcycles brand that serves only one particular brand. Examples of official workshop are the Astra 
Honda Authorized Service Station (AHASS) and Yamaha Service Shop (YSS). Unofficial workshop is the 
motorcycle workshop which is not an official part of the specific motorcycle maintenance brand network and 
generally receives a variety of motorcycle brands. 
The motorcycle business unit of company X could be classified as unofficial workshop and provides 
maintenance services and spare parts for various brands of motorcycles. Workshop X is registered as a part of 
an authorized spare part sales network that provide genuine spare parts for Honda, Yamaha, Suzuki, and 
Kawasaki motorcycle. Customer of the company can be classified into two general categories: motorcycle 
maintenance service user and/or motorcycle spare parts buyer for the purpose of own consumption (B2C 
segment) and the buyer of spare parts for resale which commonly another motorcycle workshop (B2B 
segment). 
4.1.2. Business Process 
The business process focused in this research is the motorcycle spare part business of Workshop X. In 
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general, the business processes that occur in the workshop X can be grouped into four, namely: 
a) Administration: the processes related to recording purchases and sales of spare parts, service records of any 
service motorcycle mechanic, and payroll. 
b) Finance: the business processes that regulate the flow of cash revenues and expenditures.  
c) Sales and service: the business processes related to the spare parts sales and the consumer motorcycle 
service. 
d) Warehouse and purchase: the processes associated with ordering spare parts from suppliers, receiving, 
return, recording and storing spare parts stock in the warehouse. 
Table 1 Business process at workshop X 
Administration Finance Sales and service Warehouse and purchase 
Managing price list Accounts receivable collection Motorcycle service Procurement 
Recording employee payroll Invoice payment Sales of spare part Receiving 
Recording purchases Employee salary payment Return damaged or 
inappropriate spare parts. 
Storage 
Recording sales and  services 
activity 
Other expenses payment  Inventory control 
 Payment receipt  Return to supplier 
 
The analysis of the current business processes and direct field observations showed that the business 
processes has some drawbacks. The identified weak points in business processes are: 
 Business process serving spare parts sales for the segment B2B and segment B2C is the same business 
process. 
 The average service time for customers who make purchases over 10 types of goods is 30-60 minutes. 
 Record sales are done manually. 
 Stock out rate experienced by the company is about 70%. 
4.2. Determine Customer Needs and Identify Performance Gap 
The method to identify the needs of consumers is through a focus group discussion with several corporate 
customers. The focus group discussion was conducted involving ten loyal customers and former customers who 
were no longer doing business with workshop X. The result of the discussion is shown in the table below.  
Table 2 Customers need for B2B and B2C segments 
No B2B Segment B2C Segment 
1 Competitive prices Fair price 
2 Rapid sales service Friendly service 
3 Delivery facility Proper product recommendation 
4 Completeness of products Completeness of products 
5 Bonus for loyal customers Warranty provision 
 
The gap analysis is then conducted to determine whether those needs are met in the current business 
processes (This research focused on the gap that occurs in the B2B segment served by the workshop X so the 
gap analysis only conducted at customer needs of B2B segment). Gaps that occur are grouped into three 
groups: no gap, performance gap, and the process gap. No gap is a condition in which consumer needs are 
already met, the performance gap is a condition in which the consumer needs unmet by the current process, and 
ess that facilitated those needs at the current business 
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processes. 
Table 3 Gap Analysis 
No Customer need Current Process Gap 
1 Competitive prices The company has been providing a competitive price compared 
to local competitors. 
No Gap 
2 Rapid sales service The average time of service to consumers who make 
purchases over 10 types of goods ranging from 30-60minutes 
Performance Gap 
3 Delivery facility Current business processes do not have the delivery function Process Gap 
4 Completeness of products The company provides a wide range of standards spare parts of 
motor vehicle and is currently the most comprehensive provider 
of spare parts in the region. 
Performance Gap 
5 Bonus for loyal customers The Company does not have a loyalty and incentive 
program for loyal customers. 
Process Gap 
4.3. Develop the Business Vision and Process Objectives  
After identifying the gaps, the reengineering process is conducted in workshop X. The goal of this process is 
to increase the company's overall business performance. The targets of this reengineering process are: 
 Increasing the volume of sales: Sales of spare parts in the B2B segment increased threefold after the 
reengineering process. 
 Improving the service: The average service time for the sale of spare parts in the B2B consumers segment 
was reduced from an average of 30-60 minutes previously to less than 15 minutes after the process of 
reengineering. 
4.4. Identify the Processes to be redesigned   
The identification of processes that have to be redesigned is done by looking at the needs of consumers who 
are not satisfied well in the current business processes. The process selection was based on efforts to improve 
the processes capability to meet the customers needs. The selected processes are the process of sales and 
inventory control processes. 
Table 4 Customers needs and related processes 
Customer needs Related Process Description 
Bonus for loyal 
customer 
- Bonus for loyal consumers is part of customer relationship management business 
processes that have not been facilitated by the current business processes.  
Completeness of 
products 
Inventory control 
process 
Focused on efforts to avoid a stock out and lower the cost of inventory 
Delivery Facility Sales process Not yet available on the current business processes and can be integrated as an 
additional service in the selling business process 
Rapid sales 
service 
Sales process Focus on efforts to improve the services that are considered too long in the B2B 
segment 
4.5. Understand and Measure the Existing Processes  
Davis (1990) stated that companies had two primary reasons for understanding and measuring existing 
processes before redesigning them. First, problems with existing processes needed to be understood so that they 
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would not be repeated. Secondly, it was important to measure existing processes to set a baseline for further 
improvements. The selected processes that have to be reengineered are sales and inventory control processes as 
mentioned in the previous section. 
4.5.1. Sales Process 
The results of observations made at the workshop X indicates that the service time for the purchase of spare 
parts in the B2B segment can be considered bad. Average service time in the B2C segment, which is the 
average time a consumer makes a purchase of less than 5 items, is 5-10 minutes. While in the B2B segment, 
average service a consumer makes a purchase more than 10 items is 30-60 minutes. The process analysis is 
performed by measuring time a customer spent in each stage of the process as shown in Figure 5. 
receipt of 
customer orders
(2 minutes)
deliver goods and 
receive payment
(1 minutes)check prices and make sales note
(7-25 minutes)
take goods at 
the warehouse
(15  25 minutes)
Packing
(5-7 minutes)
 
Fig. 5. Mapping of service time components on the sales process 
From the mapping of the components in the sales process (Figure 5), it is shown that the largest component 
of the service time is the process of getting goods at the warehouse (15-25 minutes) and the process of 
checking prices and making a sales receipt (10-25 minutes). These processes take a relatively long time 
because: 
 B2B customer segments are served by the same business process with the B2C segment. Consequently the 
sales clerk cannot focus on serving the consumer of the B2B segment since the clerk must also serve a 
purchase of spare parts in small quantities by the consumer B2C. 
 The process of getting goods at the warehouse involves searching activity in the warehouse since the items 
are not stored in an organized manner. Even sometimes the item is out of stock. 
 The process of making sales note is done manually with the aid of a calculator that often requires re-
checking to ensure no errors.  
 The process of checking prices item is done by looking at the code and find the price at a set price list 
books (each particular brand or supplier usually has its own price list books). 
4.5.2. Procurement and Inventory Control 
The process of inventory control carried out by Workshop X today is a very simple process. The process is 
basically the process of items stock calculation in the warehouse and order to the supplier. Problem often 
encountered with current business process is shortage stock on a particular type of item and excess stock on 
other items. The process is illustrated in Figure 6.  
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Fig. 6.  Business process procurement and inventory control 
The process of purchasing goods in the workshop made to the supplier X that sends them to the company's 
salesmen. Employees will check the amount of stock to be purchased on the spot and make orders to the 
salesman. Weaknesses found in the current business processes are: 
 Based on observations, stock availability rate is about 70%. 
 There is no clear process in determining the number of items to be ordered  
 There is no periodic checking of stock in the warehouse. 
 The Company has no inventory records so that the company needs to do the inventory check each time to 
place an order for the supplier. 
 Uncontrolled stock which it characterized by the occurrence of excess stock on a particular item and the 
lack of stock in other articles. 
 The Company cannot know in the event of loss of goods 
 Frequent double booking the same goods to the different suppliers 
4.6. Identify IT Levers & Modify Process  
IT can play a very important role in the success of a BPR process. Davenport (1990) stated that the point of 
IT role in BPR is twofold: IT is so powerful a tool that it deserves its own step in process redesign and IT can 
actually create process design options rather than simply supporting them. BPR process was conducted by 
using IT as an enabler of process improvement. Identification of the potential use of IT in business processes in 
X workshop conducted by an analysis of seven IT capabilities represented by Davenport (1990).  
4.7. Design and Build a Prototype Process  
4.7.1. Sales Process  
The redesign of the sales process was undertaken to improve the service performance in the B2B segment. 
The purpose is to reduce the service time of 30-60 minutes to less than 15 minutes and provide delivery to meet 
customer needs. The new sales process intensively using computers to accelerate activities in the sales business 
process. The main differences with initial process are:  
 The new system can facilitate bookings via SMS / Phone / Fax 
 Preparation of customer orders faster with the help of computers and parallel processing of multiple stages 
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 Availability of delivery facility 
Table 5 IT capabilities and their organizational impacts 
Capability Organizational Impact/Benefit 
Transactional The unstructured stock control and procurement could be transformed into routinized transactions process.  
Automational IT can be used in inventory management to make a list of items running out and number of stock to be ordered 
as the input for the purchase process. 
IT can be used to make a sales note and automatically calculate the amount should be paid by customers.  
Analytical Could help the process of supplier selection 
Informational The search process of a spare part price can be faster than the manual search. 
IT could provide information of stock availability, product substitution, and storage location  
Sequential  IT can enable changes in the sequence of tasks in sales process  
Knowledge 
Management 
 IT allows the capture and dissemination of product knowledge from experienced labor to minimize error and 
improved overall service quality.  
Tracking  IT allows the detailed tracking of task status, inputs, and outputs in sales and service process.  
 
Customer order entry and
 input the data into a computer 
Order through
Phone call/Fax/
Text messages
Consumers directly
Come and give order
take goods at 
the warehouse
Create a sales note
Delivery Service
Take on the place
Packing
Finance 
(cash or credit sales)
 
Fig. 7. Redesign sales process 
4.7.2. Inventory Control 
Telsang (2002) defined inventory control as a planned approach of determining what to order, when to order 
and how much to stock so that cost associated with buying and storing are optimal without interrupting 
production and sales. From these definitions, it appears that the current inventory control process has many 
weaknesses because it does not carry out the functions required in a process of inventory control. The new 
process was designed to have the function of determining what to order, when to order and how much to stock. 
Redesigns inventory control functions carried out to improve the availability and completeness of stock to 
meet consumer needs. In addition, a new process that has been modified to overcome the weaknesses in the 
previous process so it can be more efficient in terms of process and cost. The main difference with the previous 
process is that there is a process of checking stock, there is a policy-level inventory for each product category, 
there is a supplier selection process, and making the list of purchases. The process was aided by a computer to 
automate, provide information and assist decision-making process. 
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Fig. 8.  Redesign Inventory Control Process 
4.8. Measure and assess process  
Implementation of the reengineering process requires an initial investment costs and increased in labour 
costs for the operation of the new system. The new process will also provide savings gained from more 
efficient processes and increased sales. Overall activity in the reengineering process is held within 3 months for 
socialization, implementation, and improvement. Comparison of performance prior the reengineering processes 
and after the reengineering processes (estimated number) is as shown in Table 6. 
Table 6. Comparison of performance before and after BPR 
 Prior BPR After BPR 
Sales Service time 30-60 minutes Less than 15 minutes 
Availability rate 70% 90% 
Additional Cost (annually) - About 30 million 
Cost Saving (annually) - About 70 million 
5. Discussion & Conclusion 
Change the business landscape encountered by companies forced the company to make significant 
improvements in business processes. BPR method is used because it can dramatically improve the performance 
of the company compared to other methods. Davenport (1990) points out the major difference between BPR 
and other approaches to organization development (OD), especially the continuous improvement or TQM 
movement, when he states: "Today firms must seek not fractional, but multiplicative levels of improvement  
10x rather than 10%."  
The main problems facing the company are: the performance of the sales process and poor inventory 
control. After the reengineering process, the average service time can be reduced from a maximum of 60 
minutes to a maximum of 15 minutes (a decrease of 75% of the average time). The availability rate of the 
products also increased significantly from 70% to 90%. Improved performance in the sales process, combined 
with increased availability of the product can improve the overall quality of service so that workshop X can 
seize market share that has been lost and maintain its business continuity. 
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